Index To78 Ideas And Methods 
For Fund Raising Campaigns 
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and issue date. Columnists’ articles are listed in order of appearance. 


Back issues are $2.50 each. Specific 
articles are $1 each (Minimum $1.50) to 
cover duplicating and postage costs. 


SOURCES OF FUNDS 


Individuals 
Donor’s Lapel May Say More Than You 
Think—Here’s an amusing, off-beat look 
at gift prospects. Ever notice the lapel but- 
ton or badge? There’s more to the emblem 
than you realize, the author claims, and 
shows how knowledge of a prospect may 
‘‘button’’ up a gift. By JOHN A. BAIRD, 
JR. Jan./Feb., Page 22. 
Buzzword for Development Office 
‘Dollar Objective’-—Though ‘‘market- 
ing’’ is this year’s fund raising ‘‘word,”’ a 
new word is about to take its place—mar- 
keting. The author outlines the role and 
function of a development office in context 
of these changing buzzwords. By S.G.D. 
NAPARSTEK. March/April, Page 34. 
Future Of Fund Raising: Developments 
In The 1980s—Those institutions that sur- 
vive the ‘‘combined onslaught’’ of infla- 
tion, taxes and other stubborn foes that will 
continue to beset them in the decade to 
come can only be strengthened by their 
tribulations, the author claims. With the 
aid of his ‘‘crystal ball,’’ he views what the 
1980s have in store for philanthropy. By 
MAURICE G. GURIN. May/June, Page 
26. 
Attendance Half The Story At Charity 
Auction—The process of procuring the 
right merchandise is crucial to the success 
of your charity auction, the author main- 
tains. He gives some pointers on how that 
task can become an enjoyable experience 
for all involved. By GERALD M. 
PLESSNER. Sept./Oct., Page 41. 


Laws & Regulations 

Privacy Disclosure Option: Explore 
Possibilities—Representatives of two non- 
profit organizations that recently tested the 
name removal option report on the results. 
Their advice? Voluntarily test disclosure 
now... before it becomes mandatory. By 
MAX L. HART and DICK MC 
PHERSON. May/June, Page 36. 


Foundations 
Foundations Urged to Pay More Atten- 
tion—Concerns and Problems facing 
Ohio’s public schools, as in many states, 
received attention at this foundation meet- 
ing. Executives were called to channel 
more effort, funds and research into the 
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area. By RUTH DYE and KATHY CAR- 
ROLL. Jan./Feb., Page 32. 


Volunteers 

Treat VIP Volunteers With Tender Lov- 
ing Care—Establishing a good working 
relationship with your key volunteers in 
special events fund raising is often a matter 
of simply applying common sense, the 
author claims. Drawing upon_ her 
experience in the field, she gives some 
pointers... as well as some warnings. By 
KAY LAUTMAN. July/August, Page 22. 


TYPES OF GIVING 


Hospitals 

Telethon Meets Needs Of Hospital, 
Local Cable TV—For the past five years, 
this New Jersey private hospital and the 
local cable TV station have teamed up to 
produce a successful telethon—complete 
with handsome stars, dancing girls, clowns 
and kiddies, busy phones and a toteboard 
that climbed to the $26,000 mark last Sep- 
tember. Interview with JIM LA MONT. 
May/June, Page 16. 

Snatching Capital Campaign Success 
From Failure—This article details the 
steps of one medical center which turned 
an ‘‘almost’’ $3.1 million capital campaign 
into a success. Leadership provided the 
steps to victory for a development director 
who stepped into a job with the high pros- 
pects of failure. In two years, he made his 
goal. By GEORGE F. MAYNARD. 
Nov./Dec., Page 16. 


Corporations 

Corporate Giving Goals Must Be Rede- 
fined—The choice available in purpose 
and manner have changed the direction and 
perceptions of corporate philanthropy, 
claims the author. His talk outlines how a 
prominent California bank is meeting these 
changes in program and_ funding 
mechanisms. By LLOYD B. DENNIS. 
Jan./Feb., Page 26. 

Corporate Responsibility More Than 
Writing Checks—Corporations must give 
more of themselves rather than simply 
funding projects, claims the author. Corpo- 
rate philanthropy has fallen short of the 
mark by some $6 billion and it’s time to 
take a more positive stand, this corporate 
leader argues. By DAVID MAHONEY. 
March/April, Page 22. 


Education 
Fiscal Management Revives Ailing Arts 
Campus—tThe development of a manage- 


ment-by-objectives financial reporting 
system and a renewed effort to unclog the 
lines of communication between 
University administrators and Foundation 
board members were two ingredients of the 
‘‘medicine’’ that restored the health of this 
institution. By ALLEN E. KOENIG. 
March/April, Page 26. 

Selling The University: An Acad- 
emician’s View—The necessary funds are 
out there—for those institutions willing to 
hunt long and hard for them, the author 
maintains. He shares some of the observa- 
tions he made while conducting his own 
personal study of fund raising operations at 
a number of private and public colleges and 
universities located throughout the eastern 
United States. By Harry M. Bobonich. 
March/April, Page 31. 

Support Boosted Via University’s First 
Phonothon—Despite a long history of 
poor alumni participation in its annual fund 
program, this university’s first phonothon 
generated over $370,000—exceeding even 
the most optimistic expectations. Interview 
with MARGIE KINTZ. July/August, Page 
18. 

Phone/Mail Success Formula For Yale 
Campaign—‘‘Within the next few days 
you will receive a call from Yale... ’’ So 
began the first in a series of mail and 
telephone communications which brought 
Yale University more than $15 million in 
capital funds. By PETER P. GREY. 
Nov./Dec., Page 29. 


Civic, Cultural 

Health Institutions 
Save-The-Redwoods: Guardians Of Na- 
ture’s Elders—Preserving for posterity the 
giant Redwood trees that inhabit the U.S. 
Pacific coast is the driving force behind 
this organization’s fund raising efforts. The 
author explains how personalization caused 
membership to more than quadruple and 
overall response to climb to 68% in the last 
15 years. Jan./Feb., Page 16. 
Media Outreach Helps Agency Help 
Needy Children—This international child 
service organization prides itself on the fact 
that 77% of the funds it collects in the U.S. 
goes directly to needy children overseas. 
Only 9.8% of the money raised is used to 
recruit new sponsors. Still, the agency 
continues to experience slow but steady 
growth. Interview with BRADLEY P. 
MARANO. March/April, Page 16. 
Apathy Keeps Most Museums In Dark 
Ages—Despite the progress some institu- 
tions have made in the past decade, mu- 
seums in general are still far behind the 
times when it comes to seeking voluntary 
gift support, the author claims. An ag- 
gressive implementation of sound develop- 
ment principles is in order if museums are 
to obtain their rightful portion of the 
charitable dollar. By RICHARD P. 
TRENBETH. May/June, Page 30. 
Exchange Program Attracts Corporate 
Support—Corporate and foundation 
grants, aid from the International Com- 
munication Agency of the Dept. of State 
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and student fees will enable Youth For 
Understanding to send some 2,500 U.S. 
students overseas this year to stay with host 
families and experience life abroad. YFU’s 
vp talks about his organization’s unique 
fund raising methods. Interview with 
ARTHUR COLLINGSWORTH. July/Au- 
gust, Page 26. 

Personal Solicitation Key To UJA’s Suc- 
cess—Face-to-face solicitation works best 
for this agency, relates UJA’s Stephan 
Schiffman in this candid interview. He dis- 
cusses UJA’s highly-sophisticated training 
program for its solicitors that helps the 
agency raise almost half billion dollars 
each year. Interview with STEPHAN 
SCHIFFMAN. Sept./Oct., Page 18. 
Community ‘Transmits’ Concern Via 
Radio Service—Community involvement 
is the backbone of this unique non-profit 
radio station. A great deal of its funds 
come from individuals, foundations, cor- 
porations and fraternal and civic organiza- 
tions within the station’s own broadcasting 
radius. Interview with JO KATHMANN. 
Sept./Oct., Page 26. 

Future Of Philanthropy As Viewed By A 
Consultant—Constant vigilance on the 
part of fund raising professionals is needed 
if philanthropy is to continue its mission to 
improve the quality of American life, 
claims this consultant. Taking a long look 
into his ‘‘crystal ball,’’ he shares *yhat he 
sees on fund raising’s horizon. By EDGAR 
D. POWELL. Nov./Dec., Page 25. 


PROFESSIONAL, 
CREATIVE, AND 
TECHNICAL ASPECTS 


Consultants, 
Computers, Marketing 
Direct Mail 


Beyond TV: Viewdata, Its Potential For 
Fund Raising—Viewdata, a two-way in- 
formation service that links computers with 
home TV sets, is likely to revolutionize 
American fund raising when it arrives in 
the U.S., claims the author. She presents 
the system’s actual and possible applica- 
tions for fund raising, drawing upon the 
experience of two charitable organizations 
in the United Kingdom that are already us- 
ing viewdata with great success. By 
BEVERLY POWELL. Sept./Oct., Page 


Vas 


TV Fund Raising: Every One Belong On 
The Tube?—Television, long the haven 
for public service spots, has in recent years 
been used selectively by fund raisers to 
raise funds as well as to acquire new 
donors. This article provides some pointers 
on how an organization should begin to 
evaluate whether a venture into the TV 
arena could be a viable marketing ap- 
proach. By JOE LITTLE. Sept./Oct., Page 
35: 


FEBRUARY 1980 


FUND RAISING 
CONSIDERATIONS 


By 
William Lampton 


Do Not Ignore Complaints: 8 Steps To 
Thwart Critics. Jan./Feb., Page 50. 

Ten Questions You Might Be Asked At 
Your Next Speech. March/April, Page 56. 
Budgets Cuts: Five Expensive Ways to 
Trim Your Budget. May/June, Page 44. 
Dollar Goals Not the Only Measurement 
of Success. July/August, Page 48. 
Persuasive Communication—Develop- 
ment Officer’s Tool. Sept./Oct., Page 54. 
Win At The Name Game: Six Ways To 
Better Effectiveness. Nov./Dec., Page 42. 


ON FUND RAISING 
LETTERS 


By 
Jerry Huntsinger 


Writing Letters To Men in Your Direct 
Mail: Part II. Jan./Feb., Page 42. 

Here’s A Magic Forraula To Test Your 
Mail’s Readability. March/April. Page 
52. 

More Magic Words And How To Use 
Them In Your Mail. May/June, Page 46. 
Long Vs. Short Letters The Debate 
Continues. July/August, Page 41. 

This Summer, Examine The Logic Of 
Being Illogical. Sept./Oct., Page 51. 

How Non-Profits Can Create Successful 
Appeals. Nov./Dec., Page 52. 


THE DEVELOPMENT 
FUNCTION 


By 
Arthur Frantzreb 


Treatment Of Designated Gifts: Give 
Credit Where Credit’s Due. Jan./Feb., 
Page 44. 

Guidelines for Establishing Gift Policies, 
Program Costs. March/April, Page 46. 
May/June , Page 52. 

Thinking About Soliciting? Be Prepared 
For Success. July/August, Page 42. 
Change Perspectives To Tap Donors’ 
Large Gift Potential. Sept./Oct., Page 58. 
Unusual Quotes For Added Sparks In 
Gift Writing. Nov./Dec. , Page 50. 


ON THE ARTS 


By 
George Alan Smith 


Trustee’s Scorecard: How To Help A 
Trustee Help Him/Herself. Jan./Feb.. 
Page 48. 

Maximize Board’s Usefulness By Tap- 


ping Trustees’ 
Page 42. 
Self-Confidence Mirrored In Title 
Choice of President. May/June , Page 54. 
Sound Management Essential To Suc- 
cessful Fund Raising. July/August, Page 
49, 

Joint Management: Beginning Or End? 
Sept./Oct., Page 56. 

Good Managers Will Reap Rewards For 
Arts Groups. Nov./Dec., Page 46. 


Talents. March/April, 


LEGISLATIVE GUIDE 


By 
Bruce Hopkins 


New Tax Law Carries Seeds Of Destruc- 
tion for Charity. Jan./Feb. , Page 54. 

IRS And Exempt Organizations Ten Im- 
pending Developments. March/April, 
Page 44. 

Declaratory Judgments Far More Im- 
portant Than Reform. May/June, Page 
47. 

IRS Confronting New Breed Of ‘‘Ac- 
tion’’ Organizations. July/August, Page 
44. 

Lobbying Tax Regulations Important To 
Fund Raisers. Sept./Oct., Page 60. 
Religious Cults May Be Spawning New 
Regulations. Nov./Dec., Page 48. 


COMMUNICATIONS IN 
FUND RAISING 


By 
Charles Webb 


Publicize Management, Cost Contain- 
ment As Incentive. Jan./Feb., Page 41. 
Six Proven Ways To Activate And 
Inspire Your Trustees. March/April, 
Page 51. 

Do Not Overlook The Minutes As A 
Communications Tool. May/June, Page 
49. 

Some General Observations On Case 
Statements—Part 1. July/August, Page 
40. 

Some General Observations On Case 
Statements—Part II. Sept./Oct., Page 59. 
Checklist For Improving Your Style In 
Writing The Case. Nov./Dec., Page 49. 


FUND RAISER’S TAX 
GUIDE 


J.K. Lasser Tax Institute 


On How Revenue Act of 1978 Affects 
Charity Deduction. Jan./Feb. , Page 37. 
On Revised 990, Using 50% Ceiling On 
Appreciated Gifts. March/April, Page 43. 
On Donated Property, ‘‘Roots’’ Not Al- 
ways Exempt. May/June, Page 55. 

On Thrift Shops, Long-Term Govern- 
ment Loans, Latitude. July/August, Page 
43, 
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On Unimproved Real Estate, Remainder 
Trust, Royalties. Sept./Oct., Page 61. 
Ten-Year Trusts To Provide Funds, 
Energy Crisis Gifts. Nov./Dec., Page 53. 


DONOR FINANCIAL 
PLANNING 


By 
Adrian B. Cockerill, Jr. 


Financial Public Relations: Valuable 
Tool For Charities. March/April, Page 
54. 

Consider Phone Power To Estate Plan- 
ning Strategies. May/June , Page 48. 


SUCCESSFUL 
GRANTSMANSHIP 


By 
William Hill 


Recap of Six Years Worth of Advice on 
Successful Grants. Jan./Feb., Page 45. 


College Fund Drive 
Over $2 Million 


Fund drive tops the $2 million mark for 
the first time in Staten Island, NY college’s 
history. Wagner College (Staten Island, 
NY 10301) broke the record through its 
special campaign called ‘*1979 Million 
Dollar Opportunity’’ and the school’s an- 
nual fund drive, according to Russ 
Johnson, vice president of development at 
Wagner. 

A private institution, Wagner draws its 
main support from alumni donations, foun- 
dations and corporate grants. In 1979, 33 
percent of the school’s 11,300 alumni 
contributed over $100,000. Through 
matching gift programs, corporations gave 
$60,000 in funds. Foundations gave a total 
of $120,000, and included grants from the 
Marie Baier Foundation, $25,000; Louis 
Calder Foundation, $20,000 and Empire 
State, which contributes to New York 
colleges, gave $37,000. 

The bulk of the gifts made to Wagner 
were unrestricted which Johnson feels is 
the ‘‘best kind’’ for operations and 
maintenance expenses. Deferred gifts in 
the form of bequests, trust agreements and 
pooled income agreements reached the 
$700,000 mark this year and are 
considered to be ‘‘the key to the future of 
the institution,’ notes Johnson. 

While the institution does not have the 
same emotional appeal as a social issue 
charitable organization, it still can garner 
support through a specialized curriculum. 
To increase the number of prospective 
donors, Wagner mandates its students to 
take a sequence of three courses on **The 
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Whither Federal Grants: Plus, Minus 


for Funding Problems. March/April. 


Page 41. 


WHAT WOULD YOU DO 
sss 


By 
Robert Semple 


The Feasibility Study: ‘‘To Have Or 
Have Not.” Jan./Feb., Page 46. 
Professionai Awareness: Test Your 
Development Quotient. March/April, 
Page 49. May/June, Page 50. July/August, 
Page 46. Sept./Oct., Page 52. Nov./Dec., 
Page 54. 


ON FOUNDATIONS 


By 
Saul Richman 


New High for Foundations, Federal 
Cooperation Seen. Nov./Dec., Page 44. @ 


City.”’ Johnson feels that corporations 
interested in civic issues will contribute 
towards the continuation of these courses. 

So far, his intuition has proven right. 
Since the program has started, it has been 
quite successful. Already, $28,000 has 
been promised in corporation proposals for 
next year’s annual fund. 

High visibility for the school also 
derives from its special solar project. 
Science Hall and Community Center on the 
school’s campus installed solar collectors 
in order to save $70,000 in heating fuel last 
year. New York State became interested in 
the project and contributed $1 million for 
its continuation. As a result, the school was 
put under contract with the State to be used 
as a test site for future solar energy experi- 
mentation. 

Total expenditures at Wagner range 
around $13.5 million annually. But it can- 
not completely rely on the resources it 
receives from student tuition which only 
contributes $73,000 to the budget. 
Therefore, it initiated a fund raising drive 
in the late *60s to supplement rising costs 
of maintenance and operation. 

Since then, enrollment at the school has 
risen, increasing Wagner’s ability to 
eventually support itself. This year the 
freshman class has increased from 11,839 
in °78 to its present figure of 11.912. 

Down the road, Wagner sees more 
alumni solicitation for pledges of $10 or 
more. It also plans to appeal to physicians 
and attorneys during the school’s 25th an- 
niversary next year through phone solicita- 
tions and personal interviews. 

Ambitious goals have been set for 1980. 
The school is hoping to raise $423,000 in 
unrestricted gifts. Johnson is confident that 


this goal can be met based on the school’s 
performance two years ago when it raised 
$3 million. 


Corporate Grantor 
Hosts Luncheon 


Over 90 Bay Area non-profit organiza- 
tions became the recipients of $160,000 in 
donations at a recent luncheon sponsored 
by Syntex Corporation in Palo Alto, CA. 
The event, hosted for 156 community 
leaders, was held to focus public attention 
on philanthropic groups’ needs. 

According to Frank Koch of Syntex, the 
luncheon was the first of its kind held by 
the corporation in order to discuss the com- 
mon needs of organizations with mayors, 
vice-mayors and foundations interested in 
the non-profit sector. 

Although there was a large turnout of or- 
ganizational heads at the luncheon, the 
media did not respond. Koch said that 
despite the donations of 96 checks to the 
groups, the media probably felt the event 
did not warrant coverage. *“The media is 
just not interested in non-profits,’” he said. 

Syntex’s contributions make up .85 
percent of its pre-tax net income. The com- 
pany touts 20 major locations world-wide, 
doing half billion dollars in the manu- 
facturing of pharmaceuticals and health 
products. 

Syntex president Dr. Albert Bowers said 
the total contributions to Bay Area organi- 
zations will reach about $300,000 during 
the current fiscal year after it makes its an- 
nual gifts to educational institutions and a 
corporate giving contribution to the United 
Way next fall. Since 1967, Syntex has set 
aside a portion of its earnings for charitable 
contributions. The total in contributions 
this year expects to go well over the $700, 
000 mark, Bowers noted. 

Due to the unsettling effects of Proposi- 
tion 13 in California, Syntex made special 
local contributions of $70,000 last year. 
This year the company has increased its 
local giving and will contribute gifts to 96 
organizations ranging from $100 to $25, 
000. With approximately 300 to 400 pro- 
posals each year, Syntex gives an average 
gift of $1,700 to charitable organizations. 

In addition to cash contributions, the 
company helps in other ways, Dr. Bowers 
explained. It often donates the use of its 
facilities including its design and printing 
services. The company also encourages 
employees to become involved in com- 
munity activities and helps these efforts 
whenever possible. 

Dr. Bowers sees corporate philanthropy 
as an essential element in providing the 
community with social, educational and 
cultural advantages. “‘It is in our best 
interest to work with other concerned cor- 
porations, private and commnunity founda- 
tions, local government, and with nu- 
merous community organizations to insure 
that the places where we work and live are 
supportive of those in need and enriching 
for all of us,”” he said. 
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